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Abstract 
Innovation is regarded as essential for the vocational institution performance. Not only does the competitive environment 
make any vocational institution innovate but its entire evolution in agreement with the purpose and the objectives of the group of 
interest. It is not enough to recognize, to highlight and to make this relevant, because the respective institution must put into 
practice a whole device, accompanied by a specific philosophy in order to make the innovation effective.  
For the real success of any vocational institute, we want to implement the RAINOVA Innovation Management Model. In its 
design, many references have been taken into account, both at European and international levels, paying particular attention to 
the newest existing approaches in both innovation and advanced management.  
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The focus of the innovation management laid out in the RAINOVA Innovation Management Model aims to 
help the vocational institutions to seize internal and external opportunities, using their skills while introducing new 
ideas, processes, products and services. Thus, any vocational institution can be innovative by: being aware of what 
is happening around it, using relevant information for the development of new ideas, processes, products and 
services, continuously offering added value to their clients, designing an open organization, generating an 
organizational atmosphere that encourages initiative, risk-taking and continuous learning among the staff.   
The RAINOVA Innovation Management Model aims to be a simple and useful framework of reference, 
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which inspires the organizations on how to advance on their own path to innovation. It does not only provide a 
detailed description of innovation management, but it also provides tools and recommendations for its autonomous 
implementation.  
In this article, our purpose is to describe the model, indicating its structure and content, presenting a set of 
recommendations for its implementation among the vocational institutions in the South Muntenia region. 
Generally, the organization that innovates or the one that enters a network, in particular, needs to be 
flexible, adaptive, entrepreneurial and innovative to meet the changing environment, the market and the other 
unexpected challenges. The organizational innovation offers significant benefits to each partner or associate partner, 
but without becoming automatically an effective production and marketing system of innovation. The organization’s 
leadership is the first involved in building such a structure. This leadership is itself the product of a culture and a 
succession of experiences, but not only managerial ones. Innovation, however, is new to the organization and 
involves itself an openness to what is not in total agreement with what is known and previously accrued by 
employees, managers and equally by customers. Innovation obliges to changes, it is itself the object of this change. 
And when innovation becomes an object of research in the context of organizational structures and devices, the 
leadership must find solutions to exit the vision oriented only to its own success, to its own performance. A good 
strategy for changes must relate correctly the leadership’s transformation with innovation and organizational culture 
(Sarros 2008) to ensure a good innovative climate in a multi-organizational perspective. Such a strategy, however, is 
not a simple result of the search for an appropriate innovation structure. Its construction must find solutions to 
overcome resistance to changes, resistance which is also manifested at the level of the existing leadership.  
Our problem has its origin in an empirical observation: the organizational innovation became a successful 
practice for educational organizations/ companies having adaptive, open and flexible organizational cultures and an 
available leadership, capable to implement properly appropriate strategies for changes. In addition, the placing of the 
organizations/companies in the regional or national cultural contexts which offer certain and participatory behaviors 
for employees, shareholders and managers, provides a better innovation framework by assuming the change easily.  
Organizational innovation is achieved through appropriate strategies to improve or promote the 
development of technologies or existing products or to create and develop new technologies, products or 
competencies aimed at improving the market position of the educational organization/ company concerned. The 
technological, managerial or administrative innovation, as forms of organizational innovation, is influenced by many 
factors. The model considers two groups of innovation factors: transformational (external environment, firm 
leadership, mission and strategy) and transactional (reciprocity between the company and groups). Innovation, 
defined by its capacity to achieve, acquire and exploit new products or services, new ideas and knowledge, new 
models or methods of management, supports the organizational innovation without interfering with it.  
The organizational innovation is considered to participate in the innovation effort of two or more 
companies, at least partially independent, which enters the exchange relationship in at least some ways and forms 
agreed by the negotiation. It simultaneously engages internal and external networks to create a favorable innovation 
framework and to develop the market by a better changing satisfaction of the customers’ requirements. An 
organizational innovation strategy is long-term established and involves two key influences: the market and the 
control of the specific structures built for this purpose (Matheus, 2009). An educational organization that shares its 
knowledge with other organizations in a network is more likely to achieve superior performance (Spencer, 2003). 
An innovation system or network can be connected without actually being integrated into a single structure, 
resources and institutions, organizations, companies, schools, universities and research institutes to design, realize 
and effectively commercialize new products, services, technologies or skills.  
Resistance to changes is less in relation to innovation. However, many of the failures are due to internal and 
external innovation resistance. Many prefer to use what they already know how to use. There are many educational 
organizations/ companies where innovation and performance does not improve because of this resistance to changes. 
It appears as an element which serves to maintain the previous status; it is a natural human or organization response 
of any change that breaks the equilibrium conditions of life or organization. In the innovation diffusion, the 
resistance precedes the adoption, any innovation that should be done and exploited, making the necessary changes in 
consumption and production (Bao, 2009). In addition, such changes brought by the innovation construction, sale or 
exploitation are accompanied by additional costs and significant structural changes. The marketing associates the 
innovation resistance with risk and extra cost, especially considering the innovation as an acquisition and 
exploitation, but rather as an activity and product or a new service.  
The organization which implements the new product or service, the new technology or idea is facing a 
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rather inertial resistance, whose origins face the ignorance or the insufficient market knowledge (lack or 
inconsistency of market orientation), complacency, disinterest or more often, the lack of provision of management to 
create and foster innovative climate of the educational organization. The organizational culture is the main factor of 
innovation, actually providing context and attitudes of managers, leaders and employees to changes and innovation.  
In the case of the costumer, the potential client, the buyer of the new innovation product, service shows an 
increased resistance, with at least three natural reserves: familiarity with what they already know to use, the cost of 
which could be bought for exploitation and fear of failure (uncertainty of success). In addition, attitudes of 
ignorance, the lack of a market consistent indifference may occur etc. In this case, the organizational culture plays a 
vital role in reducing the resistance to innovation changes.  
The resistance to changes is manifested as an inhibitor of organizational innovation, without it being 
considered as a factor but a consequence of the manifestation of the influence of factors more or less identified and 
analyzed in the respective field. This resistance is manifested at the firm promptness level of engaging innovation 
activities, of producing and selling market products, services and technologies, of buying what is new, of adopting 
new techniques and decision-making procedures, new structures etc. Generally, the organizational and inter-
organizational resistance to changes is manifested with greater intensity in some situations, especially when: 
-the performances of producing with the existing technologies, by recourse to the available knowledge and 
operational services, are considered sufficiently high: the reason to indulge in a comfortable situation at a time; 
-the additional cost caused by the innovation or technology/ product/ service substitution is considered too high; 
-the degree of specialization is too high; 
-the company/ organization has no or a very weak market orientation (lack or inadequacy of the application, 
dissemination and responsibility consideration); 
-the risk or uncertainty associated with innovation or use of a new product/ service/ technology are too high; 
-there is some threat from the political or administrative environment; 
-the degree of centralization and formalization (the extent to which rules and procedures determine the foundation 
and decision making) is high.  
Thus, only the first three situations are somewhat determined by the technical elements, expressed by 
efficiency and performance of the economic indicators. These elements, however, are not factors of resistance to 
innovation but effects reducing measures of this resistance. In respect of the actual influence on reducing resistance 
to innovation, we will recognize easily the related elements of market orientation (marketing and risk), the level and 
the characteristics of the organization and the relations with the administrative and political environment.  
The social dimensions of relations between people and between organizations are not other than the specific 
cultural aspects that characterize the organizational culture. The organizational leadership is involved in building 
and developing an oriented organizational culture performance in which social processes can be regarded as a 
mediation factor of the inter-organizational relationships. 
Thus, the organizational innovation is seen in its complex meaning, assimilating simultaneously two 
components: the creative-productive one and the adaptive-commercial one. By the first, we consider the specific 
activities to achieve the RAINOVA innovation model (as a product, service, idea, knowledge) while the second 
takes into consideration the willingness to acquire and exploit the RAINOVA innovation model.  
The overcoming resistance can be achieved by changing the organizational framework, which also means 
innovation and organizational change, and then by acting on specific innovation variables, those that mainly cause 
resistance to changes. Regarding the inter-organizational innovation, the respective (integrative) perspective is 
implicit, a network of this kind involves simultaneously both components (creative-productive and adaptive-
commercial ones), at least when it connects partners from all categories.  
The organizational culture can only be one and the same for the same organization/ company. In relation to 
the organizational innovation and inter-organizational innovation, this culture must be characterized by the values 
and norms of wide opening behaviors and attitudes towards intra and inter-organizational participation, creation and 
collaboration. The most important aspect that we consider necessary to be involved in the relationship between 
organizational culture and innovation, implies the resistance to innovation and it is that organizational culture that 
can be built, modified or adapted continuously to foster innovation and organizational performance.  
The organizational culture reality is thus the product of concerted management and leadership actions 
provided and designed to bring employee behavior closer to its mission and objectives, the innovative actions and 
activities. Thus, it appears as a bridge made voluntarily and knowingly by management and leadership between 
cultural behaviours, attitudes, positions and solutions to share with the employee, which form the cultural specificity 
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and the expectation of the organization (values and norms shared or assumed by the employees of the organization 
and the proposal in relation to its mission and objectives). In order to achieve a good training of its employees on the 
one hand, and of other entities (partners, suppliers, customers, universities and research institutes), on the other 
hand, there should be a specific framework of such connections between cultural specificity of the area (region, 
country) and the organizational culture of each actor as part of the network at the level of the inter-organizational 
innovation activities. We can use four dimensions of cultural specificities: the hierarchy, risk taking, community 
belonging and time orientation to reduce the resistance to change and innovation.  
Generally, the organizational and the inter-organizational innovation variables are built according to the 
factors influencing the performance of those activities: motivation, autonomy, control over resources and personal 
commitment in some cases, situational or decision factors.  
Motivation appears as a set of intangible elements that determines or influences positively the individual to 
perform or actively participate in innovation activities of the organization or inter-organizational network. The 
reasons that make the individual to create, innovate and support these activities are linked to a particular opening to 
its novelty, to search and somehow implicit incitement to a state of dissatisfaction with a situation, which tends to 
turn into routine than to engage the imagination and the new construction. Thus, the reasoning is essentially a means 
to lessen resistance to change or disable innovation, both in terms of innovation manufacturer and of its beneficiary. 
For the first (the innovation producer), the innovation motivation is related mainly to the creation of a creative 
context and stimulates the individual or collective factors that can make the new product (including the idea or 
knowledge, service) while for the second (the potential buyer), the motivation to innovation means creating specific 
incitation to use the new product (idea, service), increasing the desire and its reactivity to novelty.  
The link between organizational and inter-organizational innovation perception and the  innovation change 
resistance can be analyzed through the effects of other characteristic dimensions of the work environment (variety, 
autonomy, danger) or of personal characteristics (sex, age, position, occupation, education, race).  
Opportunity to innovation is regarded as a circumstance, fact or event, a factor or behavior that may be a 
creation incitement or inhibiting, a realization or acquisition of a new product, assuming a new situation which 
causes a change. This is what affects the attitude of the manufacturer (innovation) and gives rise to a favorable 
reaction using information on a new product, brand, etc.  
Opportunity is usually considered as an exciting factor of the organizational and inter-organizational 
innovation. Opportunity factor is a favourable RAINOVA innovation principle. Reducing resistance to innovation is 
mostly positively correlated with the increasing market orientation of the strategy of the organization/ company, 
and, through this, to the degree of exploitation opportunity. 
The threat is generally an inhibiting innovation factor resulting in a decrease in changes resistance rather 
than a reduction in innovation interest. The threat is positively correlated with the innovation resistance when it 
concerns matters of risk and uncertainty, the increased costs due to innovation or access to innovation, etc. 
The ability is the potential capacity of the innovation producer or consumer to procure or obtain 
information necessary for innovation (as market orientation and demand, in the case of the innovation manufacturer, 
at the new product features and conditions of access to it). Ultimately, the ability is the capacity to analyze and 
interpret the information correctly. Innovative ability of the organization/ company is a result of the acquisition of a 
trade for the purposes of achieving performance analysis, and favorable consequence of mixing between cultural 
specificity, social, capital and organizational culture. The higher this skill is, the lower the changes and innovation 
resistance will be. 
Placing RAINOVA innovation in inter-organizational networks brings some important changes in our 
subject approach. Resistance to changes is stronger for any innovation networks, their creation is the main difficult 
task, organizations wishing to benefit from the advantages of this type of organization of innovative activities. There 
are two significant aspects of resistance to the creation and operation of innovative networks and both have an inter-
cultural essence.  
The first part concerns the general cultural dominants of the area where the creation and the network 
operation are proposed- what we call cultural specificity. The second aspect comes from the cultural intimacy of the 
organizations potentially involved in the network- the construction of what is called organizational culture. The 
social capital is also involved, but as the acquisition of knowledge and the human experience becomes a factor in the 
positive development, an enhancer. In this context, the inter-organizational innovation resistance manifests itself 
more deeply as the management and leadership of the organizations involved will be less able to link these two 
aspects of its organizational strategies and, in particular, to properly integrate these innovation strategies in network 
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elements.  
The strategic construction that will increase the RAINOVA innovation performance through inter-
organizational networks should therefore anchor the organization mission and the objectives on a medium and long-
term that can help reduce innovation resistance: by their external contribution to the organization, the cultural 
particularity and the social capital. For this strategic construction, the management of any organization has four 
innovation levers/ variable: motivation, opportunity, threat and ability.  
     The application of RAINOVA Innovation Management Model, whose components have been previously 
described, can be approached following the next steps:  
 Step 1 Awareness: In this step, it is desirable for the organization to reflect on why innovation is 
so important for its present and especially for its future. We recommend analyzing its current situation with regard to 
competitors, to identify market trends and requests of their most demanding customers. It may be useful to carry out 
a first reading of the descriptive part of the model, the Standard Model, and trigger a dialogue about what aspects 
of the model can be more relevant to the organization (routines, enablers, cultural factors or organizational 
context ...).  
Training and awareness activities on the concepts related to innovation can be a good starting point to 
achieve a shared vision of innovation. We encourage also to search and share articles and innovative good practices 
inside and outside the organization’s activity sector. Reading popular books on innovation and related topics can be 
a great help. We think that to identify examples of innovations occurred within the organization, analyzing why they 
were so successful may be a good idea. Similarly, we encourage the analysis of examples of failure as well, in order 
to identify behaviours and attitudes to be avoided in future projects. The lifespan of this phase depends on the 
starting point of each organization, and on the resources and people allocated. In any case, the most important thing 
is to cause the feeling that the future of the organization and even people’s jobs will depend largely on their 
competence to innovate. 
 Step 2 Diagnosis: After the awareness period, we recommend a total or partial assessment, based 
on RAINOVA Innovation Management Model elements. To do this, we suggest the use of the Diagnostic Tool. 
Depending on which the most troubling aspects are, the organization can focus the evaluation on the routines, on the 
facilitators, or on the cultural factors, as well as on any combination thereof, according to its needs and concerns. In 
any case, the most important thing is to share the evaluation with as many people in the organization as possible, and 
to start a sincere discussion about its position regarding the suggestions of the RAINOVA Innovation Management 
Model. If there is already a regular evaluation practice inside the organization, we suggest complementing it with the 
Learning and Assessment Tool. Depending on the strategy and objectives of the organization, it may be interested 
in finding new and innovative ways, and if so, we recommend using the Six Questions for Innovation. If they want 
to improve and give consistency to their practices, we recommend using the Six Questions about Performance. 
Another alternative may be to explore opportunities and aspects related to the internal growth of the organization. 
For this task, the Six Questions on Opportunities can be helpful. If considered appropriate, the organization can 
use the three types of cards in a combinative way. 
 Step 3 Action: At this stage, once the organization has made a total or partial diagnosis, it is the 
time to commit to an Action Plan or to an Innovation Agenda. For the development of the Innovation Agenda, the 
organization should consider:  
- The findings of the diagnostic stage: from the dialogue between the staff of the organization about the 
elements being assessed. 
- The tools and recommendations suggested by the RAINOVA Innovation Management Model associated 
with each element of the model. 
- The Innovation Scorecard to guide and fix indicators for monitoring and assessing the innovation plan. 
As with any plan, it is essential to detail: 
x What you want to achieve - objectives 
x When you want to achieve it - deadlines 
x Which actions to achieve it will be undertaken - actions 
x Who the persons in charge will be - responsibilities 
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x What resources are allocated to each action or project - resources 
x How you will monitor and assess the plan – criteria  
 
 Step 4 Assessment, Learning and Improvement: Finally, we recommend being very rigorous in 
monitoring and evaluating the different innovation plans promoted by the organization. This is a phase that provides 
a great opportunity for organizational learning. In this assessment phase to keep in mind the objectives and 
evaluation criteria previously established will be very helpful. Furthermore, the assessment will become a real 
instrument of organizational learning and innovation if there is a true commitment to innovation by leaders and the 
rest of the staff. In this sense, the development of a real organizational culture that fosters innovation and culture 
factors for innovation will play a special role. Gradually, as the organization accumulates cycles of awareness, 
diagnosis, action and assessment, they will elaborate, improve and innovate their own model of innovation 
management, what we call “My Model”.  
According to many recent researches, innovation is the top priority for companies. The European 
Commission, as well as many national and regional institutions, is fostering and supporting innovation as the best 
way forward in a “knowledge economy”. 
Innovation in not a temporary fad. It has been increasingly recognised as an important success factor by 
businessmen over the past 30 years. There are no signs that this might be changing in the future. It seems that 
innovation is here to stay! 
People’s expectations and their level of information have increased significantly over the past years. 
Innovation is not only an imperative for private companies: the public sector and non-for-profit sectors also need to 
develop a more innovative spirit. 
More than ever, there seems to be no limit to human needs. At the same time, the sustainability 
requirement will constrain the way we work and consume, but we all know that “constraint is the mother of 
invention”. 
Innovation only blossoms in organizations where this challenge is addressed seriously. Every act of 
management that contributes to improving the ability to innovate needs to be considered. The RAINOVA IMM 
provides a rich picture of those acts of management that are often critical. 
In the RAINOVA IMM we talk about sustainable innovation, innovation which brings lasting added 
value to the organization, its stakeholders and society as a whole. This framework is here to help organizations to 
define their innovation agenda, to measure their innovation performance and improve their competitiveness. 
As we all know, an innovation management model, like any other model, is a simplified description of a 
reality, in our case, a SME, a Development Agency or a VET institution. 
This description must help organizations to have a clear idea on how to be more innovative and also to 
achieve a different sight of its activities, customers and market. The aim of it is to get better and more sustainable 
results. From our point of view, an IMM must always be considered as a tool for the achievement of the objectives 
of the organization, and not as an objective in itself. 
So, if the IMM means a help for the achievement of the objectives, the IMM should also be something 
adaptable to each specific organization. That type of work for adapting the model is always a responsibility of the 
organization. So, in this way, starting from the standard model, the organization will be able to adapt it and build its 
own unique and specific model. 
The focus of innovation management is put on allowing the organization to seize external or internal 
opportunities, and use its creative effort to introduce new ideas, processes or products.  
The RAINOVA Innovation Management Model, as any other model, makes sense when it is applied 
inside an organization, otherwise it would simply be a piece of theoretical work.  When an IMM is applied, it always 
becomes something unique, inherent to each concrete organization due to the specific and changeable environment 
that each organization has to face. For the same reason, an IMM must always be dynamic, under construction and 
continuous adaptation.  
Many definitions of innovation can be found in management and academic literature. What all definitions 
have in common is the fact that with innovation something new is created. It is a process of change that creates 
value.  
The Bridge is a set of tools for diagnosis, reflection, measurement and learning that allows the 
organization to move from the "Standard Model" to its own model, "My Model". In the “Bridge” three distinct parts 
are identified and described: 
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The Innovation Scorecard provides organizations with the ability to clarify vision and strategy and 
translate them into action. By focusing on future potential success it becomes a dynamic management system that is 
able to reinforce, implement and drive corporate innovation strategy forward. This tool provides a set of indicators 
that can be used as a guide to measure the innovative performance as well as the perception of all the stakeholders. 
The Diagnostic Tool allows organizations to measure their innovation management level taking into 
account all the relevant aspect. Thus, it facilitates the continuous assessment and reflection on the “goodness” and 
consistency of the innovation routines and of the enablers established by the organization as well as its innovation 
culture. 
The Learning and Assessment Tool is comprised by three set of six relevant questions related to 
innovation, performance and opportunities. It provides an easy way to provoke a deep reflection about how to be 
more innovative, how to improve our current performance and how to seize opportunities.  
The RAINOVA Innovation Management Model is a tool designed to facilitate, at any kind of 
organization, a better and clearer understanding of innovation management. Thus, it provides a framework of factors 
that favour the generation of an innovative organizational context, Cultural Factors, as well as the processes that 
make innovations possible to obtain and their social and economic use, Routines and Enablers. These elements: 
Cultural Factors, Routines and Enablers make up what we call the Standard Model. 
The RAINOVA Innovation Management Model also provides to the end-users a set of tools to facilitate 
the self-assessment, Diagnostic Tool; to assure the learning and the improvement, Learning and Assessment Tool, 
and to measure their innovative performance, Innovative Scoreboard. This set of tools is called “The Bridge”. 
To make its implementation easier, the RAINOVA Innovation Management Model also suggests a 
number of tools, methodologies and recommendations to be applied if necessary. Taking into account the Standard 
Model, the descriptive part of the model, considering “The Bridge”, the practical part of the model, and selecting the 
different tools and recommendations, any kind of organization can build their own innovation model, My Model. 
The result of implementing the model in your organization is what we call “My Model”. As you can 
imagine, there will be as many interpretations of the “Standard Model” as organizations. 
RAINOVA Innovation Management Model represents an association between the referential factors of 
innovation (organizational culture, cultural specificity, capital and market orientation), on the one hand and the 
innovation variables of resistance to changes, on the other hand (motivation, opportunity, threat and ability).  
The main support of the RAINOVA construction strategy will be, in any organization, a specific structural 
device. It should contain an innovative nucleus integrated into the respective organization structure and connected to 
the inter-organizational network through which these meanings suggested by our study can be embodied. Overall, 
this device must adapt and integrate the right elements of cultural specificity and social capital into a market-
oriented organizational culture and fundamental performance, and taking into account the activities of the network 
partners and the nature and the characteristics of innovation activities that it will need to fulfill them.  
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